First Annual Index 


of the 


Jewelers’ Cireular Keystone 


January-December 1947 


S AN added service to readers who may wish to refer to articles in previous issues 
of THe JEWELERS’ CIRCULAR-KEYSTONE we present, herewith, the first annual 
index to this publication, covering the calendar year 1947. 


All articles of major and permanent interest have been listed in this index, includ- 
ing certain important items from the general news section. However, “Speaking of the 
Jewelry Trade,” “My Display Problem,” “Gift Chats,” minor news items and the edi- 
torials have not been included. 


Generally speaking, articles have been entered in this index under one heading only 
—that indicated by the article’s major emphasis. However, an attempt has been made 
to cross-index the major classifications since certain articles could, conceivably, be 
entered under a number of separate headings such as “merchandising,” “promo- 


tion,” etc. 


References in this index refer to month and page number. Thus, 1:216 indicates 
that the article appeared in the January issue, page 216. 


A 


ADVERTISING 
(See also ‘Promotion’) 


General 
Make Your Ads Pay Off 1:216 
Radio & Newsp Ads Emphasize 
Small Store’s Quality 3 :346 
The Ad-Viser 9:300 


Billboards 
Create 
8 :216 


Direct Mail 
Sends Out 10,000 Ads Monthly 
2 :204 


Is Friendly Salesman 4:220 
Vacations Pay Dividends 7 :282 
The Ad-Viser 11:284; 12:236 


Consumer Acceptance 


Newspaper 
LittleeKnown Fact Ads 
High Readership 1 :232 
One-Item Spot Ads Build Traf- 
fic 2:240 


Build 
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The Ad-Viser 3:290; 4:254; 
5 :254; 6:220; 7:228; 8:254; 


10:258 
Sell Quality Goods Too 5 :222 
Store Traffic Is the Key 5:240 
National Advertising Builds 
Prestige Locally 6:212 
Good Humored Ads 
Wide Readership 8 :226 
Names Make News—Also Good 
Ads 8:308 
Six-Cylinder Noun Woos Read- 
ers In Baltimore 8 :316 
Customer Courtesy Pathway to 
Success 9 :242 
What’s In a Name? 
More Sales! 10:324 
Ad Ideas Keyed to Yuletide 
Spirit 11:184 
Super-Styled Ads Beamed at 
Young Customers 11:210 
Mats Are Versatile—If 
Know How 12:160 


Radio 
Series on Jewels 
Interest 1:206 


Insure 


Answer— 


You 


Build Gem 





Feature Appraisals by Panel of 
Experts 1:230 

Mountain Music ‘‘Sends” His 
Customers 2 :246 

8-Week Program Successful for 
11 years 3:262 

He Pulls ’Em In By Radio 
6:214 

Jeweler Acts As Cupid’s Follow- 
Up 8:250 

Personal Approach Holds Radio 
Listeners 9:228 

‘Feudin’ & Fightin’’ Makes 
Quiz Show Excitin’ 10:186 

‘Society Column Sells the Ladies 
12 :186 

Man-on-Street Program Brings 
Store to Customer 12:158 


ASSOCIATIONS 
Directory 1:266; 4:334; 8:356 
History 8:328; 9:302; 10:272, 
11 :298. 


American Gem Society 5:224 

American National Retail Jewel- 
ers Assn. 3:394; 8:222; 9:365 

Horological Institute of America 
7 :320-C 





Jewelry Industry Council 1 :203; 
2:203; 3:231; 5:203; 11:183; 
12:151 

National Assn. of Credit Jewel- 
ers 2:357; 5:364; 6:171; 
7:180; 9:222 

National Wholesale 
Assn. 7 :190 

United Horological 
America 7 :352 


Jewelers 


Assn. of 


BOOK REVIEWS 

Rarer Metals 
1 :322 

Jewelry Making & Design 
(Rose-Cirino) 1:322 

Modern Store Design (Burke- 
Kober) 1:322 

Marriage of Diamonds & Dolls 
(Lewis-Dignam) 4:341 

A Century of Silver (May) 
6 :254 

The Bride’s Book (McLeod) 
6 :254 


( DeMent- Dake) 
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Jewelers Pocket Reference Book 
(Shipley) 6:254 
Advertising For Profit (Dore- 









mus) 6:254 
Scientific Timing (Purdom) 
7:270 















































































Adventure in Jade (Kraft) 
7:271 


BUSINESS CONDITIONS 
Depression On Way? Who Says 
So? 4:215 


BUSINESS HAZARDS 
Keep In Front of That 8-Ball 
2 :234 


Legal Decisions of 1946 3:276 
Lay That Hammer Down, Babe 
238 


5: 
The Buyer Must Beware 6:192 
Watch Those Christmas Checks 
11 :264 


C 
CASTING 


Jungerson Patent Ruled Invalid 
By Federal Court 3 :394 


CLOCKS 
Grand Central Clockmaster 
1:252 
COMPETITION 


Here Comes Competition 1:238 

Store Makes Buying Easier— 
Gets Lion’s Share of Trade 
2:222 

Friendliness Antidote for 3:322 

Co-Ops Deprive U. S. of $3 Bil- 
lion Yearly 10:306, 11:288 


CONSTRUCTION 
(See also ‘Modernization’) 

Beware Before You Build 3 :268 

Materials Shortage Got You 
Down? Try Temporary Re- 
modeling 2:230 

A Mere $500 Built This Store 
11:222 


CREDIT SELLING 

Jeweler Takes Initiative 2:252 

Credit Plan Cinches Hesitant 
Customers 5 :296 

Diplomacy, Not Duress, for 
Collections 6:218 

Charge Accounts By Mail 7 :266 

Six Musts for Credit Selling 
9 :220 

Layoffs No Bogey to Credit- 
Buyers At Tipp’s 12:194 

Over-The-Counter Credit Ups 
Volume At Less Cost 12:202 


D 


DESIGN 

Britain Shows Her Design 
1 :228 

Design Cues Appeal 4:236 

Graduates Display Work 5 :226 

New Jewels From Old 8:230; 
9 :232; 10 :232; 11 :198; 
12 :166 

Custom Designing Pays Divi- 
dends 9:256 

Birds, Bees & Flowers 11:200 


DIAMONDS 
General 
The Industry in 1946 7:198; 
8 :232 


Imports 
Higher in 1946 1:355 
U. Stone Imports in °46 


5 :228 

Valued at $13,000 during first 
quarter 7:210 

Over Million Carats in Second 
quarter 10:250 


Prices 
Admit Slight Drop 1:355 


DISPLAYS 
Single Earring Display Concen- 
trates Selling Effort 2:232 
Let’s Take Inventory 8 :296 
More Attention to Case Displays 
7196 


DOOR-TO-DOOR SELLING 
Anti-Peddling Laws Need Teeth 
In ’Em 7:280 
Door-to-Door Peddlers Can Be 
Licked 11:276 
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EMPLOYEE RELATIONS 


(See also ‘Wages’) 


Employee Suggestions Increase 
Store Efficiency 1:222 
Suggestions Boost Morale, Speed 


Service 3 :266 


Sales Manual Keeps Employees 


on Toes 4:272 


Which Gets Best Results, Salary 
or Commission? 5 :212; 6:180; 


7 :220 


Bull seen Boost 


8 :258 
Morale Affected By Many Fac- 


tors 8:312 


Morale 


Incentive Is Key to Employee 
Relationship 9:258 


ENGRAVING 


New Ideas in Monograms 1:310 


F 
FASHIONS 


New ‘Dress Up’ Fashions De- 
mand Lavish Jewelry 1:218 
Period Movies Spur Interest In 

Glamorous Jewels 3 :244 
Hollywood Jewels Create Char- 
acter for Stars 4:230 
Screen Stars Work For You 


184 


Movies Guide Taste to Better 


Living 6:266 


Colored Stones Add Spice to 
Precious Jewelry 8 :244 


Jewelry, Accent 
9 :234 


to 


Fashion 


Diamonds For the Dance 9:250 
Jewelry Tastes Simpler Survey 


Shows. 10:230 


Simplicity, Elegance, Individual- 


ity 10:234 


Femininity Accented 
Jewelry Fashions 10:248 


Publicity Worth 
12:172 


A 


in New 


Million 


1948 Jewelry Makes Debut at 
Diamond Show 12:162 


FEDERAL TRADE 
COMMISSION 


Proposed Rules for Watch Cases 


7342 
Restricts Watch Claim Terms 


5 :360 


Liberalizes Ruling on Use of 
Term ‘Sheffield’ 8:375 


G 


GEMS 
Agate 6:200 
Benitotite 8 :242 


Brazilian Garnets 3 :270 


Chalcedony 7 :204 
Garnet 1:224; 3:2 
Hematite 1:242 


70 


Quartz 2:224; 5:236 
Turquoise From the Reservation 


5 :250 
GEMOLOGY 


New Test For Specific Gravity 


2 :242 


New X-Ray Tube Changes Gem 


Colors 3:248 


Sees Bright Future for Colored 


Gems 3:286 


Rare Gems on Display 3 :409 
Identification of Gems by X-Ray 
3 


Two New Polariscopes for 


in US Cele- 
brates 15th Year 4:262 
Physical Properties 


Jewelers 4:246 
First Gem Lab 


Determination 
Stones: 


of 


1. Refraction 9 :264 
2. Polarization 10:266 


3. Dichroism 11 


7206 


Used in 
Jewelry 


Star Sapphires and Rubies Pro- 
duced Synthetically 10 :246 
New Synthetic Emeralds Far 


Surpass Pre-W 


12 :176 
GEMS, IMPORTS 
oe 


ar 


Stones 


Stone Imports in °46 


5 :228 


Diamonds Valued at $13,000 Im- 
ported During First Quarter 


7:210 


Over Million Carats of Diamonds 


Iriported in 
Quarter 10:250 


’47’s 


Second 





GIFTWARES 
(See also ‘Promotion’ ) 

From $5 Lampshade to Luxury 
Merchandise 1 :204 

Variety of Giftware Stock Per- 
mits Customer to Browse 
1:248 

Much New Merchandise... at 
California Gift Show 1:346 

*‘Woman’s Intuition’ Proves Gift 
Department Value 3 :374 

Giftwares To The Fore 6:286 

Exotic Atmosphere Accents 
Gifts 7 :304 

Merchandising the Unusual Is 
Doorway to Profits 9 :246 

Bride Cards Establish Store as 
Wedding Headquarters 9:312 

Brides A-Plenty for Year 
"Round Promotion 10:220 

~—, —— Clear Inventory 

:234 


Hand-Wrought Pottery Proves 
Traffic Builder 12:284 

Gifts Prove Asset to Sales 
Volume 12:282 


H 


HOROLOGY ‘ 
Adjusting a Balance Staff: 
2. Reducing Thickness’ of 
Pivot 1:384 
3. How to Polish Pivot 
1 :386 
4. Use of Pivot Lathes 2:370, 
3 :426 
5 
6 


. Reducing Thickness’. of 
Roller Posts 4:410 
. Adjusting Hairspring Col- 
let to Fit Staff 4:412 
Untangling Hairsprings 5:258 
Replacing a Pallet Jewel 5 :394; 
6:332; 7:356; 8:404; 9:402 


Making a Stem 10:400; 11 :364; | 


12 :332 
M 


MANUFACTURING 

Modern Factory Combines Qual- 
ity With Quantity 3 :324 

Making Watches is Precision 
Business 4:222 

Skilled Workers Turn Out 
Rings 5:210 

Diamond Cutting Is An Exact- 
ing Craft 6:178 

Tourists Spur Locally Made 
Jewelry 6:196 

Handcraft Essential in Making 
Silverware 7 :188 

From Sand to Sandwich Tray 

:21 


8:218 
Specialization Really Pays Off 


Hand Skills Create Hollowware 
Art 11:188 


MARRIAGES 


1946 Marriages Will Break 
Record 1:308 

Housing Shortage Didn’t Keep 
Marriage Rate From Soaring 


Marriages in 1946 Hit All Time 
High 3:240 


MEDICINE, GEMS IN 
Ancients Believed That Gems 
Possessed Medicinal Proper- 
ties 3:252 


MERCHANDISING 
(See also ‘Promotion’) 
General 

Little Things Can Count In 
Building Friendly Business 
1 :226 

Customers Pay the Jewelers’ 
Salary 1:246 

Resort-Town Business Calls For 
Diversified Merchandising 
4:304 ° 

Product Quality Is Must for 
Successful Firm 7 :224 

Inventory Must Be Paced by 
Selling 11:294 

Clean Merchandise Woos Cus- 
tomers 12 :264 

Every Customer a Friend of 
This Store 12:152 

Customer Experience Makes 
Success of Unusual Venture 
12:198 


Appliances ; 
Extra Lines Stimulate Jewelry 
Volume 9 :219 


Baby Jewelry 
Baby Sterling Need Only Be 
Seen 12:254 





Cameras 


Jewelry Store ‘Ca 
sie Ml mera Center’ 
; _ Shutterbug Interest 
amera Enthusiast 
Buyers, Too ry a Jewetry 
Comarae Ave Profitable 5 :216 
era Vepart 
s Builder ? — Sure Traffic 
ublicity Type Ads Bui 
Camera Department 7) an ie 
Diamonds 
Diamond ‘Evaluator’ 
. Customers 6:186 
tress on Diam 
Business 7 :206 onds Builds 
They Saw ae Diamonds Are 


Cut 7:21 
ugeage 
isplay Is Key t 
Sales 11 :226 y to Luggage 


Luggage Means Big V ; 
Boston 12:234 © Volume in 


— 
erchandising Radi imu- 
lates Jewelry Sales Pe 
Care in Buying and Merchan- 
a Cue for Radio Success 


Extra Lines Stimulate 
Buying 9:219 Jousiy 


—_ — 
isplay Gadget Ups Ring Inter. 
est 7:212 Hiatt 


Ring Mountings 


Effective Merchandising Sells 
Ready-Made Mountings 4:244 


Silver 
For Better Silver Retailing 
5 :316 
MODERNIZATION 


(See also ‘Construction’) 

Innovations Achieved Without 
Losing Dignity 1:208 

Conservative Modernization for 
the Farm Area 1:254 

Divided For Selling 2:206 

Picture Frame Windows Center 
Attention on New Store 2:226 

Designed to Facilitate Traffic 
Flow 2:244 

Enlargement Provides for New 
Departments 2:250 

Styled to Conform With New 
Trend In Jewelry Shopping 
3 :232 

Systematized Groupings Facili- 
tate Service to Customers 
3 :236 

Separate Shops Feature New 
Atlanta Store 3:258 

Lighting and = Arrangement 
Makes Displays Readily Avail- 
able 3 :274 

Ingenuity Beats  Shortages— 
Bank Becomes Jewelry Store 


3 3340 
Small Space Goes a Long Way 
4:248 


Modernizing the Jewelry Store 
4:218; 5:206; 6:174 

Dollars to Diamonds 4 :224 

They're Not Modernizing 4:24 

Modern Treatment Highlights 
Small Store 4:266 

In Step With Modern Merchan- 
dising 4:330 

Ceiling Set-Backs Give Added 
Space 5 :230 

Sea Pressed Jeweler Puts 
Every Foot to Double Duty 
5 :242 

They Moved In First, Modern: 
zation Could Wait 5 :292 

Specialized | Departments Get 
Customer Acceptance 6 :188 

Illumination Keynotes Atmos- 
phere of Store 6:216 

Curved Walls Give Smooth 
Flow to Display Space 7:262 

Semicircular Display Window 
Makes Traffic ‘“Flow’ % 
Entrance 8:238 

Roanoke’s Newest Is a Modern 
Gem 8 :292 

Lady Luck Crowds Store Opet 
ing 9:215 

Open to the Public 9 :266 

In Step With The Times 9 :230 

Engineered for Strategic Mer- 
chandising 10:216 

Consider Your Store A Promo: 
tion Asset 10:224 

Seven Floors of Selectivity and 
Service 11:214 ; 

Silver Displays Feature of New 
Store 12:262 
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tomer Contact From Door 
ee Counter 12:182 


p 


UM 
Pos Platinum Used to Save 
Money 5:234 
TION 
peo also ‘Merchandising’) 
_, Ae Customers Flock 


To This Store 10:218 
Opening Promotion 


Select Customers 


eserv 
Attracts 


12:190 
Time Out For New Year’s 
12:232 


iversar 
ines Jubilee Proves A 
Bonanza 20 
One-Day Penny Fiesta Ups 
Year’s Sales 8 :220 
Stowell’s Grew Up With Boston 


8 :320 

Three Generations of Customer 
Services 9 :268 

Accent on Silver for 70 Years 
10:314 

Modern and Antique Jewels 


Draw Crowds to Anniversary 
11:218 

Cartier Showing Observes Cen- 
tenary 12:180 


Christmas 
‘Early Christmas’ Spurs August 
Sales 10:254 
It Isn’t A Moment Too Early 
to Start Christmas Plans 
10:270 
Cooperative Campaign Makes 
Town Christmas Conscious 
11 :204 
Costume Jewelry 
Gift Packages Spur Sales of 


Costume Jewelry 3:294 


Contests 
—— Contests Bring Traffic 
7354 


The Easier The Better Gets 
— in Contest Promotion 


They Came to Vote and Stayed 
to Buy 12:238 

No Off Season With Year 
"Round Promotion 12:154 


5 

iamonds Are Hi i 

oe s Specialty 
Concentrated Promotion Plan 
Doubles Sale of Diamonds 
2 :256 

Stress on Diamonds Builds 


Business 7 :206 

They Saw How Diamonds Are 
Cut 7:214 

‘Direct From Holland’ 
Sells Diamonds 10:238 

Every Diamond a Personal Sale 
10:242 


Theme 


Every Sale Has a Sequel 12:170 


Accents Interest in Diamonds 
12:168 

Giftwares 

Contest, Demonstration Center 


Interest on Gifts 4:356 

Modern Merchandising Touch 
Keeps Volume High in China, 
Gifts 5 :348 

Open Display Gives Close-Up to 
Gift Shoppers 6 :172 

Odds ‘N’ Ends Sell Quickly As 
Luxuries 6:250 

Gift Department Doubles Vol- 
ume, Store Traffic 10:328 

Specialized Shops Concentrate 
Attention on Gifts 10:344 


Jewelry : 
- en Create New Interest 


Lectures 
There’s Money In Talks 9:324 


Talks Fix Customer Attention 
on Needs 12:156 

Perfume 

‘Treasure Chest’ of Perfumes 
Attracts Quality Customers 
2 :238 

Silverware 

Sterling Promotion for All 
1:296 

High Annual Marriage Rate 


Gives Cue for Silver Promo- 
tion 2:290 


FOR JANUARY, 1948 





The Bobby Soxers Are Think- 
ing of Their Silver 2:298 

Unique Window for Silver Dis- 
ree Rates High Attention 


Individual Promotions Keep Sil- 
ver Appeal High 4:314 

Modern and Antique Share In- 
terest in Exclusive Setting 


4:322 
He a Whole Town “Sissing’’ 


5: 

Telling Complete Story Builds 
Sterling Volume 6 :260 

He Got Better Results Than 
He Bargained For 6:270 

Long Range Program Insures 


Constant Silverware Sales 
11:278 
Permanent Sterling Window 


Builds Reputation 11:282 


Midsummer Silverware Contest 
Acts as Three-Way Promotion 
12 :258 
Merchandising Plan Considers 
Silverware Family Affair 
12 :250 
Special 


Mother’s Day Gifts Should Be 
Jewelry 4:216 

Suggested Father’s Day 5:256 
Grab-Bag Clearance 9 :260 
Births, Marriages, Provide Idea 


8 :266 
Summer 
Summer Specials Prep for 
Christmas 7 :194 
Tie-In 
‘Oklahoma’s’ Return a Promo- 


tion Natural 1:260 


Watch Repair 
Promotion Features Watch Ser- 
vice Plan Akin to Insurance 


2:258 

Use of ‘Horologist’ Title Im- 
parts Dignity to Small Store 
4:270 

For Efficient Watch Repair Ser- 
vice 9:298 

‘Get Acquainted’ Idea Builds 


Customer List 10:260 


Watchbands 
This Display Sold Watchbands 
4 :268 


Important Enough to Rate Own 
Display Window 8 :362 


PUBLIC RELATIONS 
(See also ‘Advertising’ ) 
The A BC of 4:264 
Free Newspaper Publicity Supple- 
ments Advertising 10:358 
—_ 4 On Customer Complaints 


R 


REGULATION W 
(See also ‘Credit Selling’) 
Most Firms Observe Spirit of 
1 :363 


REPAIR DEPARTMENTS (See 
also ‘Promotion,’ ‘Horology,’ ‘Store 
Operation’ ) 

Repair Counter Displays Build 
Service Volume 5:218 
They’ll Fix Anything 5:298 
Built on Service & Confidence 
7238 


Good Repair Work Is Rx for 
Store Traffic 10:222 


S 


SALES, STATISTICS 
’46 Retail Jewelry Store Sales 
Gained 19% 3:395 


SALESMANSHIP 
Sales Strategy for Today & To- 
morrow 2:212 
Six Steps in Selling 
1. Attract Attention 3:238 
2. Arouse Interest 4:226 
3. Carry Conviction 5 :246 
4. Create Desire 6 :204 
5. Closing the Sale 7 :272 
6. Building Permanence 8 :324 
Learn Selling Methods While 
Still in High School 3 :348 
Sales Manual Keeps Employees 
On Their Toes 4:272 
Good Salesmen Are Made 5 :204 
Suggestive Selling Plan Makes 
Customers for Jewelers 7 :232 
Bull Sessions . . . Builds Morale 
and Boost Sales 8:258 





Customer Courtesy Pathway to 
Success 9 :242 

Store Personality Comes First 
11:190 

Inventory Must Be Paced by 
Selling, 11 :294 

Better se for Better Profits 


1. Making 2 Customers Grow 


Where One Was Before 
11 :230 
2. Analyze Your Sales Methods 
12 :204 
SCHOOLS 
Directory 6f Schools 2:306; 
6:276; 9:339 
— Graduates Display Work 
7226 


Education or Enterprise? 9:338 
Watchmaking Schools Defended 
10 :304 


SILVER 
100 Years of Silverplate 1:300 
The Silver Market in 1946 2:302 
‘Extra Silverware Items Going 
Production 5 :308 


SILVERWARE (See ‘Merchandis- 
ing’ and ‘Promotion’) 


STORE OPERATION (See also 


‘Merchandising’ ) 

General 

Courtesy Can be Overdone 
1:256 

Specialized Service Keynotes 


Success 3 :282 
Save Money,On Your Printing 
Bills 6:252 


Location 

Selecting Your Location First 
Step in Planning 2:208 

Busiest Location in Town As- 
sures Traffic 8:364 

NACJ Members Favor Maxi- 
— in Percentage Leases 
7244 


Record-Keeping 
‘Case Histories’ For Watches 
Insures Careful Workmanship 
:262 


Turnover Check System Keeps 
‘Shelf Warmers’ at Minimum 
3 :234 

Cost-Profit Relationship Com- 

New Yardstick 


Paper Work 10:228 


SMALL STORES (See also ‘Con- 
struction’, ‘Modernization’ ) 
Small Space Goes a Long Way 
4:248 


Space-Pressed Jeweler Puts 
Every Square Foot to Duty 
7242 


Small Store Packs Big Business 
Wallop 9:216 

Modern Treatment Highlight’s 
Small Store 4:266 


SUBURBAN STORES 

Branch Requires Different Sales 
Technique 4:258 

. . - Should Know Customers By 
First Name 6:208 

Fifth Ave. Decor In the Sub- 
urbs 7:186 

Suburbs Go To Town 11:320 


T 


TARIFF 
Reciprocal Information Commit- 
tee Hears Need of Jewelry 


Trade 3:397 
23 Nation Tariff Agreement 
12 :313 

TAXES 

General 


A Post-War Tax Program for a 
Solvent America 3:358 


Proposed State Sales Taxes 
Threaten Added Retailing 
Burden 4:332 


Jewelers’ Excise 

Will Remain In Effect 2:338 

Returns Hit New High 4:375 

Collections Show 21% Gain for 
Fiscal ’46 5:378 

NEMJA&SA Seeks Relief 6 :299 

See Scant Hope for Relief 
7 :320-C 

Cut May Come in ’48 8:369 





Comunittee Plans Drive to Elim- 
inate Tax 9:365 
Relief Held Unlikely 11:329 
— ee Seeking Relief 
729 


TRADE MARKS, Marking, Etc. 
New Federal Trade Mark Law 
9 3332 
Industry Committee Progressing 
on Proposed Stamping Law 
12 :297 


TROPHIES 
Hollowware for 
Trophies 4:328 
Big Potential Market for 9:316 


WwW 


WAGES (See also ‘Employee Rela- 
tions’ ) 
Wage Data for Jewelry Field 
Released by Labor Depart- 
ment 8:215 


WATCHES 


General 
Braille Watches Aid Blind Vets 
1 :264 


More Practical 


American 
Watch Manufacturers Pledge Conm- 
tinuance of Fair Trade 1:358 


Imported 
U. S. Share of Swiss Watches 
Smaller 1:214 
Watch Imports Drop Sharply 


1:312 aA 

Large Number of ‘Swiss 
‘“‘Watches” Actually Shipped 
as Clocks 8 :268 


Swiss Watch Imports in 1946 


Exceed 1945’s Record Quan- 
tity 3:360 
Direct Imports’ of Swiss 


Watches Close to Agreement 
Figure 4:306 
Indirect Imports of Watches 

Only 2%% of Total 7 :236 


Import Controversy 
Swiss Importers and American 
Manufacturers Argue 6 :299 


WATCHMAKER LICENSING 
Urged for Colorado 1:361 


WINDOW DISPLAY 
Window of The Month 
Valentine’s Day 1:200; 12:148 
St. Patrick’s Day 2:200 
Easter 3:228 
Mother’s and _  Father’s 
4:212 . 

Graduation -_ n> te 5 :200 
Summer Jewelry 6: 
Water Fae wre Watches 7 :184 
Back to School 8:212 
Fall Jewelry 10:213 
Christmas 11:181 


General ; 

Planning Is Important for Wia- 
dow Showmanship 1:210 

‘Daily Specials’ Build Traffic 


1 :240 

Displays In Motion Make Win- 
dows Sell 2:214 

War Taught Many Display Les- 
sons 2 :248 

Mass Display With a Purpose 
2: 


:280 
Silver Window Rates High Cus- 
tomer Attention 3:332 ___ 
Unique Uses for Waste Display 
Space 3 :344 


Day 


Animated Scenes Keep Windows 
Alive 3:352 
Get Window Ideas Now for 


June Bride Promotions 4:318 

Windows With a Theme Create 
Sales 5:208 

Edit Your Windows for Head- 
liners 6:176 

Can A Small Store _ a Good 
Display Job? 7:19 ' 

aie I Windows Provide 
Quick-Change Displays 7 :216 

Window Fantasy Stirs Buying 

rge 8:228 

Windows Are His Link With 
The Public 9:212 

Windows From Abroad 9 :262 

Window Forecasts Expansior 
9 :330 

Thanksgiving Windows Put 
Accent on Christmas 10:215 

Daily Window Display Changes 
Keep Customers on Alert 
10:320 2 

Christmas Setting for Holiday 
Selling 11:192 
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